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ABSTRACT

The fire service has enjoyed along history of community admiration and support but recent
trends have shown that this may no longer hold true. Volatility in the political and economic
environments have forced public sector agencies to re-evaduate how they operate and even adopt
concepts from the private sector to stay viable. Municipa fire departments must ook beyond the
traditional methods of service ddivery and invest a portion of it resources into marketing itself asa
vauable and cogt effective service to the community it serves.

The purpose for this research project was to examine the benefits of marketing for the Clovis
Fire Department, identify step necessary in developing a srategic marketing plan and to identify
methods by which a marketing plan could be evaduated. Evauative research methodol ogies were
employed to answer the following questions.

1. What are the benefits of marketing the Clovis Fire Department?

2. What are the el ements of a Strategic Marketing Plan?

3. How will the impact of aMarketing Plan be measured/eva uated?

The procedures used to complete this research included aliterature review of fire service trade
journals and magazines, a series of semi-structured persond interviews, and a survey to arandom
sample of the population within the City of Clovis (CA).

The generd results of the literature review showed there is an industry-wide trend toward
marketing in the fire service and that many of the techniques are smply borrowed from those used by

the private sector for many years.



The specific results of the survey to the citizens showed that the Clovis Fire Department ranked
fairly highin the level of service provided to the community but thet the citizenswould 4iill liketo seea
dightly higher levd of service. The survey results adso showed the percentage of respondents that have
utilized the services of the Clovis Fire Department in the past as well as the percentage of respondents
that would be interested in participating in the various public education programs that are scheduled for
future implementation.

Recommendations were made to the adminigtration of the Clovis Fire Department regarding the
development and implementation of a strategic marketing plan. The recommendations included the use
of acommittee in developing the Strategic objectives and individua components of the marketing plan as
well as the commissoning of a second survey to the community in three to five yearsto evduae the

effectiveness of the marketing plan.
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INTRODUCTION

The fire service has enjoyed along history of community admiration and support but recent
trends have shown that this may no longer hold true. Volatility in the political and economic
environments have forced public sector agencies to re-evauate how they operate and even adopt
concepts from the private sector to stay viable.

There are very few services traditionaly provided by the public sector that are not

today provided somewhere by the private sector-and vice versa. Businesses are

running public schools and fire departments. Governments are operating professiona

gports teams and running venture capita funds (Gaebler & Osborne, 1992, p. 43).

Taxpayers have become prudent and demanding consumers of government services.

Theintroduction of tax reform legidation and campaigns to reinvent government

reflect the genera dissatisfaction of taxpayers across the nation and the perception

that government services are too costly and produce few benefits (Senter, 1997, p. 4).

Thefire service is not immune to society’ s changing perceptions of government. Severd authors
of fire service literature (Brunacini, 1996; Carter, 1994; Coleman, 1997a; Lavoie, 1994; Smith, 1997)
recognize the changing perception of the public toward the fire service and emphasize the need to be
pro-activein its efforts to judtify or sugtain its existence.

Schumacher and Quinsey (1990) explain that our “good guy” image and the inherent nobility of
our service is hot enough to ensure adequate support from the community anymore, thisiswhy thefire

sarviceis being forced to compete for resources, in some cases against the private sector. However,



just like the private sector, the fire service can use proven concepts such as marketing to compete and
progress.

A very interesting point to consder isthe fact that marketing is not necessarily unheard of in the
fireservice. It has been involved in public education for many years and has seen the changeiin
behavior of children exposed to fire safety programs in the schools. (Leigh, persond interview,
December 20, 1998) Marketing is just another link to the community that we can investigate.

The problem with the Clovis Fire Department is that it does not have a coordinated marketing
plan. Although it has been involved in public education for many years and has even tried afew
marketing endeavors, there is no long-term plan in which to provide direction. Nor is there amethod by
which the department can measure the efficiency and effectiveness of its marketing endeavors.

The purpose of this research project was to examine the benefits of marketing for the Clovis
Fire Department, to identify the steps necessary to develop a strategic marketing plan and to identify
methods by which a marketing plan could be evauated for its effectiveness,

This research project employed eval uative research methodol ogies to answer the following
questions:

1. What are the benefits of marketing the Clovis Fire Department?
2. What are the dements of a Strategic Marketing Plan?

3. How will the impact of a Marketing Plan be measured/eval uated?

BACKGROUND AND SIGNIFICANCE

The Clovis Fire Department is a medium size municipd fire department located near the eastern

edge of the centrd San Joaquin Vdley, Cdifornia The department serves acommunity of



approximately 70,000 people and is one of three departments which serve alarger metropolitan area of
over 500,000. The department currently operates three fire stations and one head quarters station, with
anew fire station expected to be built within the next year. With anine percent average increasein
emergency calls each year and a corresponding increase in population, the department isin a Sate of
rgpid growth. The Clovis Fire Department has attempted to implement a number of public safety
programs in an effort to meet the chalenges of a community quickly out growing the department’s
traditiona methods of service ddivery and to seek increased support from the citizens.

The following are examples of programs that have been implemented over the past few yearsto

directly or indirectly foster better public relations.

1991 - Smoke Detector Program: Engine Companies are assigned to provide smoke detector testing,
and inddlation if necessary, free of chargeto dl dderly dtizensliving in the community mobile home

parks.

1993 - Fire Department Open House/Pancake Breskfast: A cooperative effort between the Clovis Fire

Department and alocd civic organization to raise money for fire safety education programs.

1995 - Timeto Survive: A comprehensive public education program developed by Firehouse
Incorporated, a private for-profit company, and piloted through the Clovis Fire Department.
This program provides Kindergarten through 6™ grade life safety education to each dementary school

within the city.



1996 - Run Surveys. A program where, by random, one emergency call per day is selected and the
reporting party is sent a questionnaire asking for their perceptions regarding the service they were

provided by department personnel.

1998 - NFPA 704 Placard Program: Each business that is determined to be atarget hazard is asked to
alow the department to display aNFPA 704 placard in a conspicuous place on the building. Thisis
used to inform emergency crews of the specific hazards within the structure upon arrival. Incorporated

with the wording on the placard is included the department’ stitle in large | etters.

All of the listed programs, and many more not listed, impact the public’ s perceptions of the
Clovis Fire Department whether they are intended to or not. Many of the programs within the
department are designed with the purpose of fostering public support, but without a measurable god
and a plan by which to attain it, the department isfailing to fulfill key components of its misson
gatement. The misson of the Clovis Fire Department states:

We recognized that our primary misson and highest priority isto protect the

lives and property of the inhabitants of the City of Clovisfrom the adverse

effects of fires, sudden medicd emergencies or exposure to dangerous

conditions created by elther man or nature. We will do this by serving

our community in the most professond, courteous and efficient manner

possible (CFD Policy Manud, 1995, Section 1-1-1).

Clearly dated isthe requirement to be “professond, courteous and efficient” in providing

service to the community. To fulfill the requirements of the misson statement, the Clovis Fire



Department must develop a plan which provides direction and measurement for each eement of its

service ddivery.

LITERATURE REVIEW

A literature review was performed to identify existing research on the subjects of emergency
services marketing, public relations, customer service, strategic planning and marketing strategies for
nonprofit and fire service organizaions. The literature review involved a search of fire service trade
journals and magazines, the Internet, college textbooks, research papers from the Nationd Fire
Academy - Learning Resource Center, persond interviews, and books available through the Cdifornia

State University Fresno and Nationa University libraries.

Marketing in the Fire Service

The Merriam Webgter's Collegiate Dictionary defines marketing as “the process or technique of
promoting, selling and digtributing a product or service’. (Merriam Webster, 1993)

Although the concept of marketing has been well established within the private sector for many
years, it has been dow in coming for the public sector. “Mogt organizations, including nonprofit groups
and even certain government agencies such asthe U.S. Postdl Service, now have marketing
departments, whether called so or not”. (Hotz, 1986, p. 18)

Thefire sarvice is dowly redizing that many of its problems can be dleviated by emulating
techniques, such as marketing, from the private sector. Coleman (1997a) explains that those in the law

enforcement community picked up on the concepts of marketing themsalves many years ago and, if you
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compare the amount of public support and funding between law enforcement and the fire service, they
are now redizing the benefits of using these concepts.

Marketing is not necessarily unheard of in the fire service. 1t has been involved in public
education for many years and seen the change in behavior of children that have been exposed to fire
safety programsin the schools. (Leigh, persond interview, December 20, 1998) Marketing isjust
another link to the community that we can investigate.

Lavoie (1995), after researching methods to help thwart a continuing reduction in support by the
community and its paliticians, warns that, “If a department is going to be successful in obtaining
resources necessary to carry out its missons, it must engage in marketing techniques that are rdatively
new to us. Citizens of our communities no longer provide unlimited resources without justification” (p.
63).

Severd authors (Bruegman, 1994; Brunacini, 1996; Coleman, 1990; St. John, 1994) point out
that whether we like it or not, we are dready in the business of marketing. Every time we respond to an
emergency, conduct a businessingpection or stand around outside the fire Sation, we are marketing
ourselves. Hiam (1997) expands this concept even farther by stating, “ Everything [italics added] your
company doesis marketing, in the sense that everything has the potentia to influence cusomers’ (p.
26).

Public Perception

Smith (1997) explains that for many years the fire service has taken the customers for granted,
primarily because the public’'s perception was Smply “we know they are there, and they will come
when we cdl them” (p. 77). However, the generd public is more knowledgesble and critica of the

leve of service they are being provided. Smith (1997) stresses,
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The days of hiding in the fire station and coming out only when caled are over. Customers (the

public) want to see fire department members out doing something or being somewhere. They

are getting fed up with government waste, and they want the best value for their money. They

may not know what the best vaue is, but they sill know they want it (Smith, 1997, p. 78).

An interesting perspective is presented by Brunacini (1996) regarding the history of the fire
service and how it has invested tremendous amounts of money to improve the technology of the
profession, such as equipment, software and hardware, but that a more recent trend has been to invest

more time and money into the “kill level, understanding, and overdl capabilities of our human resources

[itlics added].” (Brunacini, 1996, p. 2). Brunacini (1996) and Onied (1994) highly emphasize the
importance of first impressons when the members of an organization interact with the public. An
“impression is created and maintained by the direct and indirect impresson and feding the customers
develop in response to the appearance, performance, and behavior of our members.” (Brunacini, 1996,
p. 53).

Severa authors (Brightmire, 1992; Carter, 1994; Drick, 1996; Lavoie, 1995; Shanley, 1995)
warn that the fire service must be proactive in its endeavor to influence public perception and to justify
its existence.

We in the fire service have been victims of our own modesty for many years.

Unlike our brethren in law enforcement, we have never gone out and sold ourselves

to our customers. Common sensetdls usthat oursis an endeavor worthy of public acclam.

However, in many communities the fire service is treated like an insurance officer. Locd

government would just as soon not have us around. However, they fed that they would look
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very foolish if there hgppened to be afire and there was no fire department (Carter, 1994, p.

20).

To gain adegree of acceptance by the citizens we serve, we must educate those citizenson a
continuing basis so that they understand and accept why we exist. They must be educated to
the fact that our roles are different from what they once were, and that there are consequences

for not addressing the escalating needs of our service” (Lavoie, 1995,

p. 60).

As adramatic example of amethod used to educate the community as to the servicesthey
provide, Shumacher and Quincy (1990) explained that “many fire departments have changed their
monotypic name from Fire Department to Fire & Life Safety, Fire/Rescue or Department of Emergency
Services’ (p. 50).

Brandewie (1996b) illugtrates the length to which her department went to influence public
perception when a new “ Community Services Sector” was added to their incident command system.
The new sector is now responsble for “providing information to victims and neighbors on what the
AFD [Austin Fire Department] is doing and why, and how much time they expect it to take to bring the
Stuation under control” (p. 60). “We redlized we had to expand our traditiond orientation about both
the services we provide and when and incident is successfully completed, not when we're satified, but
when the citizen is stidfied” (p. 60).

J. N. Schneider (persond interview, January 22, 1999) describes the importance of the fire
sarvice changing its focus from drictly operationd to customer centered by Stating “customer sarviceis

absolutely the key to our surviva...we cannot afford to think the status quo is good enough.”
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Benefits of marketing the fire service

“Marketing can benefit... by improving public image, increasing community support, enhancing
public education activities, improving relationships with other organizations and ultimately improving
employee mord.” (Senter, 1997, p. 51).

DiPoali (1995), Mooney (1995) and Thomason (1995) each describe how marketing techniques
helped to improve their department’ s public image, and gave them the credibility needed to secure
additiond funding for their organization, when traditiond methods of acquiring funding were falling to
even preserve the status quo.

DiPali (1995), after finding that scare tactics were not effective in seeking more funding from the
community, used a new approach by “...comparing the cost per capitafor fire protection and other fire
department services to the cost of other forms of insurance, such as a*“ service contact, which usudly
costs $100 to protect a home appliance.” (p. 70). The new method of sdlling an idea, as opposed to
telling, proved to be much more successful.  “A reasoned financid campaign and positive marketing
can win more goodwill from taxpayers than dire warningswill” (DiPoli, 1995 p. 68).

M. H. Estepp and N. L. Estepp (1987), Mooney (1995) and Senter (1997) explain how
improved employee morae can sometimes be a nice by-product of a program designed to create a
better department image. Department morae is aso boosted especiadly when the organization isseenin

apodtive light or openly respected by other fire departments or fire related organizations.
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Threats to the fire service

Gordon Graham, arisk manager, attorney and owner of Graham Research Consultants,
specidizesin aivil ligbility issues for public safety agencies. Speeking at the  E Pluribus Unum”
convention in Pacific Grove, Cdifornia, in 1997, heligts, (8) increased public scrutiny,

(b) decreased public confidence, (c) decreased public funding, (d) consolidations and
(e) privatization asthe top five issues facing the fire service today. (Albertson, 1997)

Several authors (Carter, 1994; Coleman, 1997a; Schumacher and Quinsey,1990) warn of the
compstitive nature of those agencies and programs that are dso vying for alimited pool of funding and
that it is sometimes far too easer to take the money from the fire department than from the other
aoplicants.

I’ve talked to legidators who tell me that they aren’t cutting resources to the fire service to be

maevolent. Quite frankly, they’ re doing it because the public pressure for improving law

enforcement is significantly higher than that to improve fire protection.” (Coleman, 19973, p.

34).

Coleman (1997a) also warns of changes that, because of limited funding, the demand for
increased service and the threet of privatization, “the trend isto try to diversfy fire departments into
EMS and hazmat instead of a single-focused emergency services (§¢). Thetrend istoward an
‘ampersand organization,” thet is, aFire & Something Else department”. (Coleman, 1997a, p. 35).

Lawrence Sukay isa 29 year veteran of the fire service, aformer Deputy Assstant Chief of the
Greensburg Fire Department, and more recently the founder of Advanced Risk Control Technologies.
(Giacomo, 1997) Mr. Sukay has taken a controversd lead in the concept of private municipd fire

sarvice and presents an impassioned view on the trend of privatization.
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In an interview with G. Giacomo (1997), an editor withthe CdiforniaFire Service, Mr. Sukay
summaxrizes the options to the fire service with regards to privetization.
The bottom lineisthat privatization is going to be afact of life. And thefire service needsto
become proactive. Our choices arethree: we either get on the bus and ride and go wherever
the busis going to take us - and it might take us someplace that we flat out don’t want to go.
We get on the bus and we drive the bus and we take the bus where we want it to go. Or we
stand at the bus stop and we get run over by the bus.”
We - meaning the fire sarvice - have to be pro-active, we have to have a strategic plan for
where we want to bein five years versus how do we maintain the status quo. We have to take

control of our destiny” (Giacomo, 1997).

Threats to a fire service marketing plan

One of the most sgnificant threats but possibly the easiest to correct is the issue of firefighters
being resistant to the notion that citizens are customers and that they must be treated as such.

“Thefire station becomes a second home to firefighters who spend athird of their lives there,
but they often don't know, or care to know, their neighbors. While their professona commitment to
the public is never in doubt, firefighters may view non-emergency visits by citizens or assgnments to
community events as unwelcome intrusons into their private domain and schedule. This attitude has
become a luxury that fire departments can no longer afford”. (Brandewie. 1996a, p. 64)

Many of the authors (Bruegman, 1994; Church, 1998; Kruse, 1994; Mooney, 1995; Senter,

1997) identified a number of other customers, besides the generd public, that should be targets of a
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marketing program.  Politicians, other (city/county) departments, (city/county) management, other fire
agencies and our own firefighters are examples of customers that are often overlooked.

Thomason (1995) stressed the importance of not overlooking our own firefighters. “Our
customers aren't limited to just the citizens, we must dso identify our firefighters as customers. Because
if our own people don't buy into the concept, we are destined to fail in this endeavor”

(p. 13).

Schumacher & Quinsey (1990) stressed the importance of getting buy-in from thosein the
department that have the most contact with the public before they make contact. “Getting firefightersto
undergand and believe in the department’ s basic purpose and mission is critical to marketing success,
everyone needs to know, understand and appreciate their individua promotiond role, and to be
convinced of that role simportance” (Shumacher and Quincy, 1990, p. 50). “Every employeeisan
advertisement for the fire department and its quality of service. Personnd can be the fire department’s
best or worst marketing tool” (Shumacher and Quincy, 1990, p. 49).

“The membership is il the key to a successful recruitment and marketing program. Each
member is a sdlesperson for the product, the fire service” (Parker, 1992 p.10)

Templeton (1996) and Wallace (1998) explain that sometimes organizations lose focus of
where they are going sometimes because of other competing priorities, such as new regulations or just
the typicd day to day business interruptions, and sometimes the organization loses sght of its objectives
amply because it isrelying on a plan that is now gathering dust on ashdf. One of the key dementsin
the success of any program is to secure the goa's within the values of the organization.

Templeton (1996) warns of the problems that can be encountered when any programis

“person-based” versus “vaue-based”. Templeton (1996) recounts the story of a customer service
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program that was championed by afew key players but when those players I eft the department, the
program suffered. “The lesson hereisthat programs which are based on a specific person struggle
when that person leaves. “Programs that are based in the organization’s fundamenta values will survive
even massve personnd changes, s long as the vaues are passed from generation to generaion” (p.

60)

Elements of a general strategic plan

Peter Drucker (1974) defines strategic planning as “...the continuous process of making present
entrepreneurid decisons sysematicdly and with the greatest knowledge of their futurity; organizing the
efforts needed to carry out these decisons, and measuring the results...against the expectations’. (p.
125)

Coleman (1997b) uses the andogy of pole vaulting to smplify the agpects of srategic planning.
Coleman (1997b) uses the example of the long run to illustrate the need to plan far ahead (a minimum of
five years), the need for timing (taking advantage of opportunities), flexibility (ability to make changes)
and upper body strength (department staff), and the ability to let go of the pole (the past) once you clear
the bar (god). (p. 24).

Walace (1998b) explores ten recognized modd s for strategic planning: (a) Harvard Policy
Modd, (b) Strategic Planning Systems, (c) Stakeholder Management Approaches,

(d) Content Approaches/Portfolio Methods, (€) Competitive Analysis, (f) Strategic 1ssue Management,
(g) Strategic Negatiations, (h) Logicd Incrementaism, (i) Strategic Planning asaMode for Innovation,

and (j) Strategic Planning for Public and Nonprofit Organizations.
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Wallace (1998b), taking the best aspects of each of these moddls, developed the “Fire
Department Strategic Planning Modd” (p. 2) as a system by which to help improve employee retention
and productivity within his organization.

Wallace (1998a) devel oped deven steps that specificaly address the needs of the fire service:
(a) identify the organization’ s vaues, (b) planning to plan srategicaly, (¢) seecting astrategic planning
process, (d) developing the mission of the organization, (€) creating a philosophy of operations, (f)
opportunities and threats, (g) strength and wesakness, (h) identifying the strategic issues of the
organization, (i) creating Strategies for srategic issues, (j) proactive futuring, (k) operationa planning

from a strategic perspective.

Elements of a marketing plan

One of thefirgt stepsin any planning processis research. The Nationa Fire Protection
Association (NFPA) Standard Number 1201, entitled “ Standard for Developing Fire Protections

Services for the Public,” 1994 edition, recommends a continuing program of research and planning for

al aspects of the fire department’ s activities. Chapter 4-2.2 of NFPA 1201 states: “It shal be directed
toward improving and maintaining the efficiency and effectiveness of the fire department and toward
maintaining a responsive gpproach to the community’ s changing needs for service” (NFPA 1201, 1994,
p. 6).

More specific to the subject of marketing is NFPA Standard 1201, Chapter 12-3.2, which
recommends that departments “ promote public understanding through active liaison with its various

citizens groups, such as the Chamber of Commerce, service clubs, parent-teacher associations, senior
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citizens organizations, youth groups, multicultura groups, and neighborhood associations’. (NFPA
1201, 1994, p. 14).

Runnestrand (1994) explainsthat “the first ep in marketing is to identify the specific
customers...and analyze what their needs or expectations are ‘or could be'.” (p. 44).

A sgnificant number of authors (Alley, 1995; Boyd, 1997; Buchan et d., 1994; Burch, 1994; Goss,
1997; Mack, 1998) stress the importance of conducting primary research, such as surveys, to
determine what are the customer’ s needs and expectations.

Mack (1998) stressed the importance of surveying the community, and not just your
organization, because perceptions can be dangeroudy different. The results of a survey his organization
conducted showed the department’ s top areas in need of improvement were employee morade and
public reations, while the public's top issues were the need for better fire department visibility and
people skills. Aninteresting note is that the public listed fire department public relations as very low and
employee morde did not even make it on therr list.

Templeton (1996) listed the following examples as criteriathat customers are looking for in their
fire department: (@) rdiability: the condstency and dependability of your performance,

(b) respongveness: your willingness or readiness to provide service, (€) competence: having the
required skills and knowledge, (d) access: the organization’s gpproachability and ease of contact, (€)
courtesy: politeness, repect and friendliness, (f) communication: kegping cusomers informed in terms
they understand, (g) credibility: trustworthiness, believability, honesty and having the customer’ s best
interest a heart, (h) security: freedom from danger, (i) understanding: working to know the customer’s
needs, (j) tangibles: the physica evidence of sarvice, such as the upkeep of the buildings, the

gppearance of personnd, the condition of tools and the treatment of other customers.
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Severd authors (Boyd, 1997; Holt, 1997; Wallace, 1998b) list the next important, and often
overlooked, steps as, developing the department’ s vision, values and misson. These are often very
specific and unique to each organization and should reflect the idedls of the entire organization and not
just the management.

The State of Cdifornia, Office of Emergency Services (OES) five-year strategic plan (1997)
lists 9x guiding principles (vaues), such as the importance of customer service and commitment to the
citizens, which it feds are important for the organization to keep in mind asit atemptsto fulfill the
agency’ s gods and objectives. Each employee, whether they are in OES headquarters or adistant field
office, now knows what core vaues the organization holds and their responsibility in fulfilling them.

With the vison, vaues and misson in mind, the organization can then focus on the most
important reason for the strategic planning process, the goas and objectives. One of the most important
elements of a drategic plan isidentifying the gods.

Hewitt (1995) uses the acronym SM.A.R.T. to describe how goas should be developed for a
drategic plan. They should be “ Specific, Measurable, Attainable, Reditic, and Time Specific’ (p.
160).

Levy (1994) cautions that “ objectives should be attainable and demand the marketing
organization's best efforts. Unattainable objectives can demoralize organizations members and cdl forth
less than the best use of marketing resources.” (p. 117).

Wallace (1998b, 1998c) suggests that departments assess both the Strengths and Weakness of
the internd organization as well as the Opportunities and Threats of the externd environment before
developing or deciding how a plan will beimplemented. The implementation stage is were the more

operationd or tacticd plans are made.
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Schumacher and Quinsey (1990) explain the importance of understanding the four marketing
concepts, even for fire and emergency services, as, (a) price: the cost of fire and emergency services
usudly funded through some type of tax, (b) product: fire suppresson, emergency medica service, fire
prevention, fire education, etc., (c) place: services are provided from those positions that alow the more
effective and efficient methods of service ddivery,

(d) promotion: the public interactions, relations and image that firefighters impart.

Schumacher and Quinsey (1990) aso point out that since the price, product and place are often
fixed, promotion becomes the most cost-€effective element for fire and emergency service agenciesto
modify.

One of the fina stepsisto identify an evauation system, preferably one that can incorporate
quantifisble data. “A diligent effort to identify and measure outputs in the form of performance targets
will keep the strategic management cycle attentive to community needs.” (Boyd, 1997, p. 122).

J. R. Leigh (persond interview, December 20, 1998) explains how important it isto be able to
measure or evauate a program to prove the cost is worth the benefit. Leigh (1998) gave an account of
how difficult it was to begin apilot fire education program in the locad dementary schools because the
school administrators were wanting to see what the program’ s goals and objectives were, in addition to
how he was going to measure the effectiveness of the program. Leigh (1998) explainsthat it is*hard to
justify your need for resources when you can't even explain to them how you will prove your project
will be successful and to what degree.”

The lagt step in any strategic plan and/or program should be evauation. Many authors (Levy,

1994; Walace, 1998; Koatler, et d., 1987) explain how the evauation processis not only the time at the
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end when the success or failure of the program is assessed but should also be a continuous process
throughout the course.

Walace (1998) emphasizes that snce along-term plan is only as good as the information thet is
avallable a the time the plan is made, any new information could cregte the need to modify the plan
beforeit is completed. Hewitt (1995) describes a good long-term srategic plan as aliving document,

awaysin aprocess of change.

PROCEDURES

The research project employed eva uative research methodol ogies to examine the current trends
and benefits of marketing in the fire service, identify the eements of both generd strategic and specific
marketing plans, and identify how the impact of a marketing plan can be measure or evadluated. The
procedures employed in this project include aliterature review, a series of semi-structured personal

interviews, and a survey to arandom sample of the population within the City of Clovis (CA).

Literature Review

The literature review asinitiated at the Nationa Fire Academy. Subsequent research was
conducted at Cdifornia State University Fresno and at Nationa University. An extensive amount of
information was found in many of the very recent fire service trade journas which seemsto indicate a

definite industry-wide trend toward marketing and customer service programs. A review of NFPA
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1201 standards provided a surprising amount of information on the key elements of fire service

marketing, athough the word marketing is not used to describe the various recommended activities.

Interviews

A sami-gructured interview was conducted with John R. Leigh, a Fire Engineer and nine year
veteran of the Clovis Fire Department (CA), on December 20, 1998, at the CFD Fire Station 32.
Engineer Leigh was the origina coordinator for the “Time to Survive’ program that was piloted in the
Clovis Unified School Digtrict in 1995.

The purpose for the interview was to gather background information on the Time to Survive
program since it was one of the first large scae public education programs implemented in the state and
aso aggnificant sep into the community for the department. The interview lasted gpproximeatdy 45
minutes and the results of the interview are summarized in the Background and Significance, and the
Literature Review sections of this report. A copy of the interview questions can be found in Appendix

B.

A semi-gtructured interview was aso conducted with James N. Schneider, the Fire Chief for the
Clovis Fire Department and a 27 year veteran of the fire service, on January 22, 1999, at the CFD
Headquarters. During his tenure with the Clovis Fire Department, Chief Schneider has implemented a
number of programsin an effort to create a better public image and foster better public relations.

Chief Schneider presented a plan to make customer service an administrative program and,

upon the opening of the department’ s fourth station, assign it to an engine company. The interview
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lasted gpproximatey 45 minutes and the results of the interview are summarized in the Literature Review
and the Assumptions and Limitations section of this report.

A copy of the interview questions can be found in Appendix B.

Citizen Survey

One of the most vauable results of this report was the Satistical data acquired by conducting
primary research on the genera perceptions of the citizens of Clovis. A two page, seven question,
survey was prepared and approved for distribution after review by the Fire Chief and City Manager. A
random sdlection of 1300 names were acquired from the city finance department’ s water bill data base.
This method of sdection ensured arandom sample of al resdents of Clovis, over the age of 18, and
excluding only asmal population thet live in the larger gpartment complexes and aren't billed
individudly. The two-page questionnaire with a sdf-addressed stamped envel ope was enclosed in each
mailing. The surveys were released on November 20, 1998 and tdlied on January 20, 1999, with 483
(or 37%) of the citizens responding.

The survey condsted of seven questions with a section at the end for any comments or
suggestions on how the department could improveitsleve of service. Questions#1 and #2 utilized a
Likert scae of oneto ten, ten being the best, as a method to measure or categorize the citizen's
perceptions of the department’ s current level of service and the level they would like to see provided.
Sample criteria such aslevel of professonaism, employee performance and response time were listed
aong the top of the Likert scdesto help the citizensin evauating the level of service they felt they were

currently provided or wished to see provided. These two questions were used to establish a
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quantifiable measurement for the level of service the department currently provides and a second
measurement for the level that the citizens would like the department to provide.

Question #3 asked for the number of adults in the household that are trained in Cardio-
Pulmonary Resuscitation (CPR) and provided a box where the respondent could write in the number.
The Clovis Fire Department recently started providing free CPR classesto the citizens. With the
benchmark data provided by this survey, the department could evaluate the program’ s success by any
measured change detected in subsequent surveysto the citizens.

Question #4 solicited ayes or no response and asked if any members of the household would
be interested in free CPR classes offered by the fire department. This question was included to
determine the current level of interest in afree CPR program before a Sgnificant amount of time and
resources are committed to the program.

Questions #5a, #5b and #5¢ solicited ayes or no response. Question #5a asked if the
respondent would be interested in attending afire Sation open house. The department currently
conducts a Open House/Pancake Breskfast each year during Fire Prevention Week. This question was
utilized to find out how important this program was to the citizens and help judtify the costs associated

with the event to the fire administration.

Question #5b asked if the respondent would be interested in participating in a Citizen' s Fire
Academy. Citizen Fire Academies are arecent trend in the fire service and a program the Clovis Fire
Department is congdering for implementation. This question was utilized to determine the leve of

interest before asgnificant amount of time and resources are committed to the program.
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Quedtion #5¢ asked if the respondent would be interested in riding along with the firefighters for
theday. The Clovis Fire Department has provided a Ride-Along program for many yearsbut it is
seldom utilized by the citizens. This question was utilized to determine the interest in the Ride Along
program before a Sgnificant amount of time and resources are committed to promoting the program.

Question #6 solicited ayes or no response. Question #6 asked if the respondent or any
member of the respondent’ s household had ever had an emergency that required the assstance of the
Clovis Fire Depatment. This question was utilized to determine the percentage of responses that are
based on direct knowledge of the department versus the percentage that are based on indirect
knowledge, such as information recelved from the mediaor afriend.

Question #7 solicited ayes or no response. Question #7 asked if the respondent maintained a
72 hour supply of food and water for unforeseen emergencies. This question was utilized as an
evauation tool for the department’ s Emergency Services Coordinator but the statistical data could be
used as a benchmark if emergency preparedness education is used in future marketing endeavors.

Dueto the size and scope of the survey, inferentia statistics were used, however the number of
respondents (483) was well above the minimum number (382) necessary to establish a 95% confidence
level for apopulation of gpproximately 70,000 (Krgjcie & Morgan, 1970).

The raw datawas tdlied and arranged in a frequency table to determine the arithmetic mean of
Questions #1 and #2, the raw number for Question #3, and the percentage of yes answers for
Questions #4 through #7. The results were then summarized and included in the Results section of this

report. A copy of the survey can be found in Appendix A.
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Assumptions and Limitations

The original intent for this research projects was to incorporate action research and develop a
drategic marketing plan for the Clovis Fire Department. However, after reviewing the literature and
conducting an interview with the Fire Chief, it became evident that a key dement in any drategic planis
to get buy-in from the organizationa members throughout the planning process. Thiswould have been
difficult to accomplish with @) the time congtraints established for the Nationa Fire Academy - Applied
Research Project and b) the desire of Chief Schneider to assign the marketing program to an engine
company/committee upon the opening of the new fire Sation, expected in the next year.

The survey to the citizens of Clovis was written with the intent to query the perceptions of
citizens that have recelved service from the Clovis Fire Department as well as those who have naot,
because customers and potentia customers both play arole in the success or falure of any marketing
program. Clearly stated in the opening explanation of the survey is the understanding that they may have
never had a need for our service, however we would like their input even if it issmply based on
something they have heard or read. Unfortunately, many respondents still did not answer some of the
questions. Some respondents would write in the comments section that they have never needed our
service and cannot give an opinion. This misunderstanding is possibly due to the smal print of the
explanation portion of the survey, however the number of respondents till allowed agatistica andyss
with results at the 95% confidence levd.

Another problem with the survey to the citizens was that some questions asked for ayes or no
answer, when ayes box only would have been sufficient. For the purposes of cdculating the results, a

yes answer was counted as ayes, and either ano answer or a blank answer were not counted.
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Lastly, Question #3 asked the respondents to write in the number of adults in the household

trained in CPR. Since this information was seeking the percentage of the population trained within the
City of Clovis, the totad number of survey responses (466) had to be multiplied by the size of the
average household (3.86) for Fresno County Cdlifornia (1990, U.S. Census Data). This number was
then divided by the number of adultstrained in CPR (272) provided by the respondents. Any future
surveys should provide a accurate reflection of any change in this percentage due to marketing efforts as

long as the same method of cdculation is employed.

RESULTS

1. What are the benefits of marketing the Clovis Fire Department?

The literature review provided the mgority of information regarding the benefits of marketing in
the fire service. Many of the authors have implemented forma marketing plans and individud
techniques with various levels of success. In light of the current threets to the fire service, such as
privatization, dwindling resources, increased public scrutiny and poor public rdations, it isimperdtive
that each agency, including the Clovis Fire Department, look at utilizing some of the marketing concepts
that are currently being employed by both for- profit and nonprofit organizations.

According the results of literature review, the immediate benefits of marketing the Clovis Fire
Department (one to two years) should include; improved public image, increased community support,
and possibly increased funding. The medium to long-term benefits (two to five years) should include;

improved relations with other agencies and city departments, an increase in employee morade, agreater
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resstance to possible privatization and, most important from the citizen's pergpective, an increase in the
level of service to the community.

J. N. Schneider (persond interview, January 22, 1999) summarizes the importance of marketing
by emphasizing that “ customer service is absolutely the key to our surviva...we cannot afford to think
the status quo is good enough.” Thus the most important benefit of marketing for the Clovis Fire

Department may be survivd.

2. What are the Elements of a Strategic Marketing Plan?

A ggnificant number of authors (Alley, 1995; Boyd, 1997; Buchan et d., 1994; Burch, 1994;
Goss, 1997; Mack, 1998), including the Nationd Fire Protection Association, recommend that the first
gep in any marketing plansis to conduct some type of preliminary research to determine who the
customers are and what they want. Runnestrand (1994) explains that
“thefirst step in marketing isto identify the specific customers...and andlyze what their needs or
expectations are ‘ or could be'[itdlics added].” (p. 44). Thisfirst sep was completed with the
commissoning of the survey to the atizens of Clovis

Severd authors (Boyd, 1997; Holt, 1997; Wallace, 1998b) list the next important, and often
overlooked, steps as; developing the department’ s vison, vaues and misson. These are often very
specific and unique to each organization and should reflect the idedls of the entire organization and not
just the management. J. N. Schneider (persona interview, January 22, 1999) has initiated this process
during the writing of this report by incorporating a number of value and vison satements on many of the

forma documents that are published for the citizens, city manger’s office and loca paliticians.
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The next dement of a marketing plan, and probably the most profound, is determining the gods
and objectives. Hewitt (1995) uses the acronym SM.A.R.T. to describing how goals should be
developed for adrategic plan. They should be “ Specific, Measurable, Attainable, Redlistic, and Time
Specific” (p. 160).

Wallace (1998b, 1998c) suggests that departments assess both the Strengths and Weakness of
the interna organization as well as the Opportunities and Threats of the externd environment before
developing or deciding how a plan will be implemented. The implementation stage is were the more
operationd or tactical plans are made. Schumacher and Quinsey (1990) explain the importance of
undergtanding the four marketing concepts of price, product, place and promotion when developing a
marketing plan, with promotion being the most cost effective dement for fire agencies to modify. For
example, it will be easier for the Clovis Fire Department to promote a better public image than to
control the property tax (cost) revenue per capita.

Thefind eement includes a measurement or evauation of the marketing plan. After threeto five
years of implementing the marketing strategies that will be developed, it would only be prudent that the
program is evaluated for success, or fallure, and the degree of such. This subject is discussed further in
the results to research question #3.

3. How will the impact of a Marketing Plan be measured/evaluated?

Using J. R. Leigh’'s (persond interview, December 20, 1998) example of the problems that he
encountered when the fire department was asked to show how its fire education program’s
effectiveness was going to be measured isagood illugtration of why it isimportant for the Clovis Fire

Department to determine how it will measure the effectiveness of a marketing plan before it isinitiated.
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The implementation of a marketing plan cannot occur without the acquisition or redirection of
additiond funding. It isimportant, in terms of credibility, for the department to be able to show the city
adminigtration and the community the positive results of soending money on somewhat untraditiona
program. For this reason, a survey was sent to arandom sample of the city’ s population to gather a

basdine or benchmark measurement of their needs and expectations.

The following isthe results of the citizen's survey and the interpretation of the data

Survey Question #1.

On a scale of 1 to 10, what level of service do you feel the Clovis Fire Department
presently provides to the community?

The results of the survey show that the citizensfed the Clovis Fire Department’s level of service

iscurrently a(9.0).

Survey Question #2.

On a scale of 1 to 10, what level of service would you like to see provided by the Clovis
Fire Department?

The results of the survey show that the citizens would like the Clovis Fire Department provide
level of service of (9.7).

The sgnificance of thisdataistwo fold. First of dl, after goproximeatdy three to five years of

marketing, the department can redidtribute this same survey and track any changein the levd of sarvice.
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If the citizens rate future performance at a (9.5), then one could assume thisis aresult of the marketing
plan.

Secondly, it isinteresting to note that the department received a high preliminary score (9.0). If
one congders, that because of amdioration, it is highly unlikely that the department can ever achieve a
perfect (10) on such a survey, the score the department received and the score the department should
attempit to reach is not that expansive in difference. Therefore, the Clovis Fire Department has the
advantage of dready enjoying some measure of positive public image and reasonable god should not be

that difficult to achieve.

Survey Question #3.

How many adults in the household are trained in Cardio-Pulmonary Resuscitation
(CPR)?

The results of the survey show that gpproximately 16.3% of the citizens of Clovis are, or have
been, trained in CPR.

The sgnificance of this percentage is that after implementing a number of marketing programs,
especidly promoting the free CPR training classes offered through the fire department, the percentage

should show an increase after a reasonable period of time.

Survey Question #4.
Would you or another member of the family be interested in attending free Cardio-Pulmonary

Resuscitation (CPR) classes through the Clovis Fire Department?
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The results of the survey show that 62% of the respondents were interested in participating in
CPR training through the fire department. Thisinformation alows the fire adminigration to judtify the

funndling of additiond resourcesto this program.

Survey Question #5.
Would you be interested in learning more about the Clovis Fire Department by participating in
one of the following activities:
a. Attending an Open House Yes=57%
b. Paticipating in aCitizen's Academy Yes=35%
c. Riding dong with the firefightersfor the day Y es = 40%
The results of thisinformation will dlow the committee that devel ops the specific marketing

programs to eva uate which specific programs the citizens are the most interested.

Survey Question #6.
Have you, or another member of the household, ever had an emergency that required the
assistance of the Clovis Fire Department?

Reaults of the survey show that 29% of the respondents have direct knowledge of the
performance and leve of service provided by the Clovis Fire Department. 1t also shows that marketing
programs that have been or will be incorporated into the department’ s day to day emergency responses
will affect (on average) lessthan 1/3 of the sample popuation. Therefore, particular attention should be
placed on the non-emergency functions of the department, such as fire prevention, business ingpections

and public education as mediums for marketing.



Survey Question #7.
Does your household maintain at least a 72 hour supply of food and water for unforeseen
emergencies?

The results of the survey show avery impressive 70% of the respondents are prepared with a
72 hour supply of food and water. This number is not only impressive as compared to the rough
estimations made by the author prior to the survey, it isaso vauable in that future emergency planning

resources can now be redirected to other areas of vulnerability such asthe local businesses.

A copy of the survey and the corresponding results can be found in Appendix A.

The lagt step in any strategic plan and/or program should be evauation. Many authors (Levy,
1994; Walace, 1998; Kotler, et d., 1987) explain how the evauation processis not only the time at the
end when the success or failure of the program is assessed but should aso be a continuous process
throughout the course. Wallace (1998) emphasizes that along-term plan is only as good asthe
information that is available a the time the plan is made and any new information could creste the need
to modify the plan before it is completed. Hewitt (1995) describes a good long-term Strategic plan asa
living document, dways in a process of change.

Approximatdly three to five years after a marketing plan is developed and implemented, afollow

up survey can be distributed and talied to chart the progress, if any, of the marketing program.
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DISCUSSION

The results of the literature review clarifies that the concept of marketing is not new to
the fire service, the word “marketing” has just not traditionaly been used to describe the organization's
activities. Many of the concepts that are currently being employed by some of the more innovative fire
service and nonprofit organizations may seem abit foreign but they are definitdy part of an industry-
wide trend.

Some departments may be apprehensve in implementing a marketing plan because of conflicting
financid or organizationd priorities but it isimportant to remember that marketing is an invesment that
pays dividends based on its effectiveness. The more you invest in marketing the organization, the more
benefits will be redized down the road.

The fire service needs to redesign its method of service delivery from the perspective of the
customer, and the only way to do thisisto find out what the customer wants. There are many waysto
find out what the customer wants but regardless of the method, the results should be quantifiable. The
results should be arranged in a manner that alows easy evauation of any change that may or may not
have been caused by the organization’s actions.

Once the organization knows what the customer wants, it can develop the specific steps or
marketing techniques it fedswill best satisfy its objectives. This can be adaunting project and should
be developed with as much participation from each leve of the organization as reasonably possible.
The key to this portion of the marketing program is “buy-in" and it isimportant because most of the
techniques that will likely be employed will require the support of even the newest firefighters. Without

their support, the plan will not survive.
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Findly, for many organizations the thought of another program stacked on a plate that is dready
full with the day to day responsibilities of an understaffed and underfunded organization may be

overwhelming but it isimportant to remember that marketing isameansto anend. Therefore, with the

use of proven marketing concepts, the organization may be able to solve the problems associated with
being understaffed and underfunded.

The results of the survey show that the Clovis Fire Department is dreaedy performing at a
distinguished leve but the citizens till want to see thet level raised. By incorporaing many of the
marketing techniques dready employed by a number of other fire service agencies, the Clovis Fire
Department should be able to attain the level of performance desired by the public aswdll as achieve it

in most efficient and effective manner possble.

RECOMMENDATIONS

Based on the information acquired from the literature review, the persond interviews, and the
results of the survey of the citizens, the following recommendations are offered as a guide to the Clovis

Fire Department in the development and implementation of a strategic marketing plan.

1. Assgntheresponghility of marketing the CFD as an adminidirative program to an engine company
upon the opening of Fire Station 34 (As per direction of the Fire Chief). However, prior to this
assignment, determine the company officer that will take the assgnment and dlow him or her to
conduct adequate research on the subject. Sending this individua to research marketing techniques

used by other fire service agencies might provide a valuable resource.
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. Under the chair of the company officer, develop an ad hoc committee representing a cross section
of dl members of the department, i.e. one administration representative, one association
representative, one representative from each rank..

. Develop alig of gods and specific objectives for marketing the department, clarifying the role eech
member will play in the process. For example, the five year god of the Clovis Fire Department
might be to attain alevel of service ranking of (9.5) or (9.7) on ascde of oneto ten. Redizing, of
course, that agoa of a perfect 10 would be too difficult if not impossible to achieve, and agod of
(9.0) or below would require nothing more than the status quo.

. Usethe citizen survey results as a benchmark for determine those programs that most interest the
citizens and can be implemented in a cost effective manner.

. Allow and encourage some crestivity in deveoping individual marketing techniques, taking
advantage of untgpped taent within the organization.

. Re-evduate the program anytime new information is received that may impact its effectiveness.

. Put the plan in writing.

. Thefind gep isto evauate the effectiveness of the marketing program in gpproximatdly three to five
years. The easest method would be to re-digtribute copies of the origina survey to the citizens and

andyze the data for any change.
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Citizen Survey

Dear Citizen of Clovis,

We realize that at times we encounter people on the most difficult days of their lives. Perhaps you have had reason
to call on our services at one time or another. Then again, maybe you have not had to call on our services and
your only knowledge of the Clovis Fire Department is limited to that which you have heard about in the media or
from a friend. At the Clovis Fire Department, we are very interested in discovering what the citizens think of our
service.

The Clovis Fire Department is committed to providing the community with high quality professional service. By
taking a few moments to complete the service questionnaire below, you will provide some valuable feedback as to
how we are performing in meeting your needs. All questionnaires are anonymous unless you specify otherwise.

A self-addressed stamped envelope is enclosed for your convenience.

1. On a scale of 1 to 10, what level of service do you feel the Clovis Fire Department presently provides to the
community?

Unprofessional employees Somewhat professional employees Very professional employees
Poor response times Adequate response times Excellent response times
Poor performance Adequate performance Outstanding performance

a1 a2 a3 04 as aeé a7 as a9 10

2. On a scale of 1 to 10, what level of service would you like to see provided by the Clovis Fire Department?

Unprofessional employees Somewhat professional employees Very professiona employees
Poor response times Adequate response times Excellent response times
Poor performance Adequate performance Outstanding performance

a1 a2 a3 04 as aeé a7 as a9 10

3. How many adults in the household are trained in Cardio-Pulmonary Resuscitation (CPR)?

4. Would you or another member(s) of the family be interested in attending free Cardio-Pulmonary Resuscitation
(CPR) classes through the Clovis Fire Department? 0 Yes 0No

5. Would you be interested in learning more about the Clovis Fire Department by participating in one or more of
the following activities:

a. Attending an Open House 0 Yes 0 No
b. Participating in a Citizen’s Fire Academy 0 Yes 0 No
c. Riding along with the firefighters for the day 0 Yes 0 No

6. Have you, or another member of the household, ever had an emergency that required the assistance of the Clovis
Fire Department? 0 Yes 0 No



7. Does your household maintain at least a 72 hour supply of food and water for unforeseen emergencies?
0 Yes 0No

8. What suggestions would you make to the Clovis Fire Department to better serve the community?

If you have any questions or concerns regarding this survey, please feel free to contact the Clovis Fire Department
at 297-2460.

We would like to take this opportunity to thank you for your time and the valuable information you have given us.
We are proud of our Fire Department and strive to provide the best service for our community.

Sincerely,

Jim Schneider, Fire Chief
Clovis Fire Department
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Frequency Table A-1
Citizen Survey Results

Survey Question #1.
On a scale of 1 to 10, what level of service do you feel the Clovis Fire Department presently
provides to the community?

Scale 1 2 3 4 5 6 7 8 9 10

Frequency 2 1 1 4 5 19 15 69 114 209
Percentage 02 02 02 09 11 43 34 157 259 476
N=439 Mean = 9.0

* Note.: Numbers rounded to nearest tenth.

Survey Question #2.
On a scale of 1 to 10, what level of service would you like to see provided by the Clovis Fire
Department?

Scale 1 2 3 4 5 6 7 8 9 10

Frequency O 0 0 0 3 3 6 19 72 363
Percentage 00 00 00 00 O06 06 13 41 155 779
N= 466 Mean =9.7

* Note.: Numbers rounded to nearest tenth.

Survey Question #3.
How many adults in the household are trained in Cardio-Pulmonary Resuscitation (CPR)?

Total number of Adults trained = 272 Percentage = 16.3%
N=466
* Note.: Number of responses (483) was multiplied by (3.46) and divided by the number of adults

trained in CPR (272). (3.46) represents the number of people per household per 1990 U.S. Census
Datafor Fresno County, CA.
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Frequency Table A-1
Citizen Survey Results

Survey Question #4.
Would you or another member of the family be interested in attending free Cardio-Pulmonary
Resuscitation (CPR) classes through the Clovis Fire Department?

Yes =297  Percentage = 62%

N= 483

Survey Question #5.

Would you be interested in learning more about the Clovis Fire Department by participating in
one of the following activities:

a. Attending an Open House Yes = 276 Percentage = 57%

b. Paticipating in aCitizen's Academy Yes = 168 Percentage = 35%

c. Riding dong with the firefighters for the day Yes = 192 Percentage = 40%

N= 483

Survey Question #6.
Have you, or another member of the household, ever had an emergency that required the
assistance of the Clovis Fire Department?

Yes = 141 Percentage = 29%

N= 483

Survey Question #7.
Does your household maintain at least a 72 hour supply of food and water for unforeseen
emergencies?

Yes =336  Percentage = 70%

N= 483
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Citizen Survey - Comments and Suggestions

Just the ideathat the department is seeking this questionnaire spesks well for the staff and management.
| believe response times are good and concern is excellent.

None! We had akitchenfire. Very scary! The Clovis Fire Department responded very quickly, put
our fire out, checked out attic, blew out the smoke, checked my husband' sburns, etc. They were very
efficient, but very caring. Thankd

When, a separate times, both of my parents becameiill, | had encounters with CFD and the
paramedics. | was tremendoudy impressed with their ability, competence, and levels of
professondism. Keep up the great work!

More public exposure - fire safety digplays - training - perhaps held at shopping centers, grocery stores
block events.

More exposure of the fire department to the citizens.

Until | received this questionnaire, | never gave the fire department much thought. Thankfully, | have
never needed the fire department’s services. But if | ever need your services, | would expect only the
best. 1 am very interested in the fire academy. | never heard of this service,

Continue to request input from the community.

| have never needed the fire department but | have never heard of anything negative.

Asfar as| know you're doing agreet job, but | have no information to form such an opinion.
Give free home ingpections.

Perhaps the CFD could hold classes (for anomina fee) to businessesin the areain order to certify
employeesin CPR. Makeit acommunity wide drive to ensure local businesses have CPR trained

employees.

When you have your open house, could you send a notice in the mail announcing the date. We missed
thisyears. We have two small boys who would love to go see the fire department and trucks.

Y ou need a better public relations department to get the word out to the public asto what an
outstanding fire department we have. Everyone routingly hears/sees what the police department does,
but rarely about the fire department.

Make yoursalves a bit more noticeable. Of course | know the Clovis FD exigts, but | never seem to
see or hear from/about you. WE ve been fortunate to have never needed your services. Maybe public
announcements would help people redize who you are.
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A more open door policy. Public should be encouraged to drop in at reasonable hours.
Juveniles should be encouraged to drop in. Firefighters should start a big brother type program.
Vauable resource going to waste.

1. Children awareness of safety.
2. Eldely safety - peopleliving a home.
3. Teen-ager program of any kind to keep them busy.

Have more citizen involvement and participation. More young people to get interested in fire dept.
activities.

Have more open house days and send flyers to community residents.

We were pleased with the response from the Clovis Fire Department when we caled to report a

neighbor’s home on fire. Because of the quick response the damage to the home was greatly minimized
and contained. We are grateful.

The onetimethat | required the services of the fire dept., | was very pleased at the response time and
the care that | received at their hands. Unfortunately, its service that we don't gppreciate until we need
you. Keep up the great work!
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National Fire Academy
Executive Fire Officer Program
Applied Research Project

Interview Questions

for: John R. Leigh

Fire Engineer and Public Education Specialist
December 20, 1998

1. How did the Life Safety Codlition come about and how did it evolveinto the “Time to Survive' fire
education program currently being used by the Clovis Fire Department?

2. What process did you have to go through to get the program “Time to Survive’ into the Clovis
Unified School Digtrict?

3. Wha kind of problems; if any, did you encounter as you developed and implemented the “Time to
Survive’ program?

4. What are thelong-term goals and objectives of the “Time to Survive’ program and
how were they decided?

5. How isthe“Timeto Survive’ program'’s effectiveness eva uated?
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National Fire Academy
Executive Fire Officer Program
Applied Research Project

Interview Questions

for: James N. Schneider

Fire Chief - Clovis Fire Department
January 22, 1999

1. What isyour opinion of marketing in the fire service today?

2. Wha isyour vison for the future of the Clovis Fire Department in regards to marketing?

3. How will you implement thisvison?

4. How will you get “buy-in" from the entire department?

5. A marketing plan will most likely require additiond or aredirection of funding. How will you solve
thisissue and do you have the support of the City Manager?

6. What are some of the marketing ideas or techniques you have in mind aready?
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